

























systematize	 the	 process	 of	 product	 development,	 identifying	 the	 players	 and	 their	
competencies	 involved	 and	 mapping	 the	 determinant	 moments	 for	 the	 design	
management	 occurrence	 in	 context	 analysis.	 The	 methodology	 used	 was	 a	
systematic	 literature	 review	and	a	multiple	 case	 study.	As	 results,	 players	 involved	
have	been	identified	as	well	the	product	development	process	and	the	intervenient	
factors	in	design	management	of	companies	imbricated	in	the	apparel	industry.	We	
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Source:	Adapted	from	CPD	(1997),	Bruce	et	al.	(1999),	Treptow	(2007),	McKelvey	and	Munslow	(2008),	Renfrew	
and	Renfrew	(2009).	
4.3. The	process	of	development	of	a	product	of	apparel	companies	and	the	ones	involved	
The	process	of	developing	apparel	pieces,	originated	from	interviews	with	experts,	starts	with	the	
guidelines	of	the	collection	being	created	and	these	guidelines	being	aligned	with	the	company's	
strategies.	It	is	noteworthy	that	designers	have	to	be	embedded	with	the	perception	of	design	
understood	as	a	value	by	the	company.	Bruce	et	al.	(1999)	state	that	designers	need	information	
about	the	projects,	as	market	data,	specificities	of	production,	prices,	planning,	and	deadlines	to	be	
met	for	a	better	alignment	with	the	initial	briefing.		
From	the	definition	of	the	guidelines	for	the	new	collection	and	the	products,	there	is	the	research	
stage	of	trends	going	from	the	monitoring	of	the	market,	the	creation	of	the	collection,	production	
of	the	template	pieces,	production	of	the	collection,	revision	and	quality	control,	and	distribution	of	
products	to	the	monitoring	of	consumer	satisfaction	by	the	company.	
Afterwards,	once	the	productions	and	distribution	of	the	apparel	is	concluded,	the	client	will	give	a	
feedback,	which	will	be	a	useful	tool	for	the	creators	(Borja	de	Mozota,	2003).	These	creators	often	
as	a	stylist	director	or	even	as	a	design	manager	follow	three	collections	simultaneously.	The	
collections	fall/winter,	spring/summer,	and	high	summer	demand	this	professional	to	follow	three	
collections	in	parallel,	by	monitoring	the	market's	acceptance	of	the	products	from	the	current	
collection,	the	production	of	template	pieces	to	the	collection	that	will	come	in	the	following	season,	
and	trend	research	for	the	collection	that	will	come	subsequently.	According	to	Vincent-Ricard	
(2008),	the	final	product,	i.e.,	the	clothing,	also	presents	the	particularity	of	being	a	consumer	object	
that	needs	the	two-year	period	to	be	finalized,	from	the	textile	fibber	to	the	provision	in	the	market.	
However,	according	to	the	author,	this	product	is	renewed	every	six	months,	with	constant	
regularity,	presenting	a	planned	obsolescence.	
Importantly,	according	to	the	adaptation	proposed	by	the	author,	there	is	the	participation	of	
someone	responsible	for	the	design,	either	the	designer	or	the	stylist	or	the	director	of	the	style	
department,	on	the	steps	of	the	process	of	development	of	products	reported	by	the	interviewees.	
It	should	be	noted	also	that	each	step	requires	data,	information,	and	competencies	that	require	the	
involvement	of	different	individuals,	teams,	sectors,	and	raw	material	and	/	or	services	suppliers,	as	
shown	in	Figure	1,	thus	comprising	multidisciplinary	teams.	
The	presence	of	a	design	professional	at	every	stage,	whether	the	stylist	or	the	designer	or	a	director	
of	style,	it	is	necessary	to	follow-up	and	monitor	the	piece	throughout	the	product	process	of	
development,	having	direct	or	indirect	action.	Kotler	and	Rath	(1984)	corroborate	this	claim	and	
emphasize	that	designers	participate	in	all	stages	of	products'	development,	while	interacting	with	
all	the	areas	involved	in	a	particular	project.	In	the	definition	of	the	design	management,	Avendaño	
(2003)	stresses	the	importance	of	integrating	the	different	participating	agents	in	the	design	
management	and	advocates	the	active	participation	of	designers	and	others	involved	in	the	
decisions	of	products.		
This	design	professional	will	work	directly	on	the	initial	steps	of	creating	the	design	strategies	and	
guidelines	for	a	new	collection,	on	the	trend	research,	and	on	the	creation	of	the	collection.	In	line	
with	the	relevance	of	the	early	stages	of	a	project,	Kotler	and	Rath	(1984)	emphasize	that	a	common	
and	recurrent	error	in	companies	is	the	late	entry	of	designers	in	a	process	of	development	of	a	new	
product,	or	the	wrong	choice	of	the	type	of	professional	to	work	in	this	design	stage.	
The	design	professional	will	also	follow	the	making	of	the	template	piece,	the	production	of	the	
collection	(modelling,	production,	monitoring	of	suppliers),	and	the	final	revision	and	quality	control	
of	the	pieces	produced.	This	professional	will	be	responsible	for	transmitting	the	mood,	that	is,	the	
concept	of	the	collection	to	the	commercial	representatives,	sellers,	managers,	and	other	individuals	
working	in	the	retail	outlet.	The	design	professional	also	interact	with	the	other	stakeholders	who	
are	responsible	for	each	of	the	productive	steps.	In	the	final	stage	of	market	monitoring,	the	design	
professional	goes	to	the	point	of	sale	and	monitor	social	networks	or	other	means	for	research	and	
feedback,	to	check	the	acceptance	by	the	consumers	regarding	the	part	produced.	
Dinsmore	and	Silveira	Neto	(2007)	list	as	the	main	professionals	involved	and	managed	in	a	project:	
project	manager,	responsible	by	the	project,	sponsors,	clients,	project	team,	functional	groups,	and	
outsources.	Along	with	them,	in	the	apparel	industry,	the	suppliers	as	external	agents	are	found.	The	
complex	management	of	this	chain	of	apparel	industry	suppliers	as	well	as	the	exchange	of	
information	and	knowledge	with	these	agents	is	characterized	by	the	large	number	of	people	
involved	and	therefore	requires	great	flexibility	and	adaptability	to	meet	the	constant	market	
demands.	This	outsourcing	of	production	is	a	reflection	of	a	market	dynamics	and	results	from	a	
strategy	that	provides	greater	flexibility	and	agility	in	the	manufacturing	processes,	consolidating	
production	networks	in	a	single	organization.	
Steps	of	the	process	of	development	of	products,	such	as	modelling,	part	of	the	production,	and	
distribution	can	be	automatized.	However,	while	the	advance	in	technology	has	proved	an	ally	to	
increase	production,	determining	stages	of	the	manufacturing	process	are	still	performed	manually,	
as	it	is	the	case	of	embroiders	or	seamstresses	in	the	manufacture	of	the	template	parts.	According	
to	Brazilian	Association	of	Textile	and	Clothing	Industry	-	ABIT	(2010),	this	sector,	regardless	of	the	
technological	advances,	is	still	intensive	when	it	comes	to	work	labour.	Some	companies	remove	one	
seamstress	from	the	production	line	when	the	template	pieces	are	elaborated.	These	seamstresses	
have	tacit	knowledge	that	hardly	becomes	explicit,	because	there	are	no	records	of	information	or	
knowledge	coming	from	them.	According	to	Nonaka	(1991),	tacit	knowledge	refers	to	the	technical	
abilities,	such	as	informal	and	hard-to-be	specified	skill,	that	is,	the	"know-how.”	The	author	
exemplifies	that	artisans	develop	a	specific	skill	in	their	fingertips,	being	incapable	to	explicit	the	
technical	principles	related	to	their	skill.	Other	companies	have	a	practice	to	transfer	knowledge	and	
consequent	learning	among	the	seamstresses	of	production	lines	in	their	plants,	while	transforming	
existing	tacit	knowledge	into	new	tacit	knowledge.	Thus	and	while	corroborating	the	statement	by	
Capaldo	(2007),	it	is	shown	the	relevance	of	the	encouragement	to	the	organizational	routines	of	
sharing	knowledge.	
	
Figure	1	Phases	and	activities	regarding	the	product	to	develop	apparel	pieces	and	the	main	involved	in	the	design	
management	of	the	companies	of	this	industry	
4.4. The	determinant	moments	throughout	the	process	of	development	of	apparel	
products	
Considering	the	highlighted	topics,	the	proposition	of	moments	in	the	process	of	development	of	a	
product	determining	the	design	management	to	occur.	Aiming	to	achieve	a	differentiation	in	their	
products	to	achieve	a	sustainable	competitive	advantage,	the	apparel	industry	companies	look	at	the	
steps	of	this	process,	such	as:		
1. The	initial	step	for	defining	the	strategies	and	guidelines	and	for	creating	the	concept	for	the	
new	collection	(Determinant	Moment	1	–	DM1);		
2. The	step	for	researching	and	identifying	trends	and	grouping	of	teams	with	different	
specializations	to	discuss	and	validate	the	collection	(Determinant	Moment	2	–	DM2);		
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Retrieve	information	from	market	monitoring	on	the	previous	collection
Define	guidelines	and	design	strategies
Plan	the	offer/supply
Define	the	concept	of	the	new	collection
Identify	trends
Retrieve	information	from	the	databasis	from	previous	collections
Generate	alternatives
Define	concepts
Define	raw	material
Develop	the	Collection
Make	technical	drawing
Create	technical	file	with	specifications
Create	consumption	record
Implement	modeling
Implement	the	template	pieces
Meet	with	everyone	involved	in	the	project	to	validate	the	collection
Revision	and	improvements
Supervise	the	production	and	revision
Store	information	in	databases
Make/participate	in	lectures	with	representatives	and/or	sellers	in	retail	outlets
Make	lauching	events
Follow	sales	indicators	and	customer	satisfaction
Go	to	retail	outlets	to	check	the	consumers	getting	to	know	the	products
Creation	of	Guidelines	and	Trend	Research
Creation	of	the	Collection
Production	of	the	template	piece
Production	of	the	Collection,	Revision,	Quality	Control	and	Distribution
Market	monitoring
3. The	moment	for	defining	the	template	pieces	to	validate	and	start	the	production	of	the	
collection	as	well	as	the	registration	of	drawings	and	technical	files	(Determinant	Moment	3	
–	DM3);	
4. The	step	of	transmitting	the	mood,	that	is,	the	concept	of	the	new	collection	to	the	
managers,	sellers,	and	store	owners	in	retail	outlets,	as	well	as	commercial	representatives	
(Determinant	Moment	4	–	DM4);		
5. The	market	monitoring	by	both	the	data	analysis	and	indicators	and	by	direct	contact	with	
consumers	in	retail	outlets	or	in	virtual	contacts	(Determinant	Moment	5	-	DM5);	
6. Moments	of	creation,	exchange,	and	retention	of	essential	data	and	information,	as	well	as	
moments	of	creation,	development,	and	retention	of	individual,	collective,	and	
organizational	competences	(DM1,	DM2,	DM3,	DM4,	and	DM5).	
Figure	2	shows	determinant	moments	for	the	design	management	to	occur	and	to	foster	design	as	a	
vehicle	for	change	in	the	process	of	development	of	a	product	of	the	apparel	industry	companies.	
	
Figure	2	Determinant	moments	for	the	design	management	to	occur	and	actions	from	this	design	professional,	before	the	
validation	from	the	experts	
4.5. The	determinant	moments	after	the	validation	from	the	experts	
Regarding	the	structure	of	the	process	of	development	of	products,	as	illustrated	in	Figure	2,	the	
interviewees	in	general	understood	that	it	was	suitable	to	the	apparel	industry	and	aligned	to	the	
dynamics	of	this	market.	Nevertheless,	it	was	suggested	to	insert	the	step	of	launching	and	
disseminating	in	this	process,	soon	after	all	involved	approved	the	template	pieces	of	the	collection.	
I2	highlighted	that	"the	preparation	occurs	between	the	definition	of	the	template	pieces	and	
launching	and	release	of	the	collection	in	the	market."	Moreover,	the	professional	mentioned	that	
the	time	for	preparing	this	material	is	short	and	this	is	why	it	has	to	be	carefully	programmed.	The	
task	of	communicating	and	promoting	the	new	collection	to	the	commercial	representatives	and	
storeowners	happens	before	their	distribution	to	these	agents.	However,	I4	mentioned,	"launching	
and	release	can	be	anticipated	to	a	previous	step	for	major	clients,	who	despite	being	in	small	
number,	strongly	impact	the	collection	sales."	Therefore,	inserting	this	step	in	the	process	of	
development	of	products	is	considered	relevant	and	pertinent.	
The	comment	about	inserting	the	step	for	launching	and	releasing	the	collection	led	to	the	
proposition	of	one	more	determinant	moment.	The	moment	inserted	was	placed	between	the	
definition	of	the	template	pieces	and	launching	and	release	of	the	collection	into	the	market.	One	
action	of	the	design	professional	related	in	this	determinant	moment	is	the	storage	of	information	in	
databases	because	of	the	approval	and	completion	of	the	template	pieces.	These	updated	databases	
determine	how	well	the	collection	is	doing,	whether	to	provide	information	to	the	involved	in	the	
process	or	as	a	collective	memory	of	the	teams	and	the	organization.	Other	two	actions	referring	to	
this	moment	are	connected	to	the	following	step	(launching	and	release	of	the	collection):	lectures	
with	representatives	and/or	sellers	in	the	retail	outlets,	and	promotional	launching	events	(fashion	
runways	and/or	media,	such	as	radio,	TV,	social	networks,	and	the	company's	website).	
Therefore,	determinant	moments	for	the	design	management	and	action	of	the	design	professional	
to	occur,	after	checking	and	evaluation	of	experts,	are	shown	in	Figure	3	and	can	be	listed	as	follows:	
1. In	the	initial	moment,	related	to	the	definition	of	strategies	and	guidelines	for	the	concept	of	
the	new	collection,	data	and	information	from	the	market	monitoring	performed	in	the	end	
of	the	process	of	the	previous	collection	have	to	be	recovered.	Guidelines	and	design	
strategies	that	are	aligned	to	the	organizational	strategy,	culture,	and	company's	values	are	
also	defined.	Thus,	it	will	be	possible	to	define	the	planning	of	the	offer	and	the	concept	of	
the	new	collection,	both	aligned	to	the	design	strategies	(Determinant	Moment	1	–	DM1);	
2. After	researching	trends	and	consulting	the	database	system	of	the	previously	developed	
collections,	alternatives	are	generated	and	concepts	and	raw	materials	are	defined	to	be	
used	for	developing	the	new	collection	(Determinant	Moment	2	–	DM2);		
3. Once	the	concept	and	the	collection	drawings	are	created,	it	is	the	time	to	detail	this	
creation	to	produce	the	template	pieces.	Technical	drawings,	data	sheet	with	specifications,	
consumption	record,	preparation	to	make	the	template	piece,	and	modelling	it	are	made	
(Determinant	Moment	3	–	DM3);	
4. The	moment	for	grouping	the	teams	with	different	expertise	for	discussion	and	collection	
validation	is	also	considered	a	major	step	towards	the	design	management	(Determinant	
Moment	4	–	DM4);	
5. The	stage	for	launching	the	collection	happens	through	promotional	material	but	also	the	
transmission	of	the	mood,	that	is,	the	concept	of	the	new	collection	to	the	managers,	sellers,	
and	shopkeepers	in	retail	outlets,	as	well	as	to	commercial	representatives.	At	this	time,	
information	that	still	must	be	put	in	the	system	should	also	be	stored,	in	order	to	have	a	
complete	data	basis,	since	the	details	are	already	closed	and	the	collection	is	already	being	
put	to	production	(Defining	Moment	5	–	DM5);	
6. The	final	moment	is	the	market	monitoring	by	both	the	data	analysis	and	indicators	and	by	
direct	contact	with	consumers	in	retail	outlets	or	in	virtual	contacts,	mapping	the	acceptance	
of	the	products	on	the	market	(Determinant	Moment	6	–	DM6);	
7. Moments	of	creation,	exchange,	and	retention	of	essential	data	and	information,	as	well	as	
moments	of	creation,	development,	and	retention	of	individual,	collective,	and	
organizational	competences	(DM1,	DM2,	DM3,	DM4,	DM5,	and	DM6).		
	
Figure	3	Determinant	moments	for	the	design	management	to	occur	and	action	of	the	design	professional	
	
5. Conclusions	and	suggestions	for	future	research	
Thus,	this	article	aims	to	systematize	the	process	of	product	development,	identifying	the	players	
and	their	competencies	involved	and	mapping	the	determinant	moments	for	the	design	
management	occurrence	in	context	analysis.	In	the	design	management	of	clothing	companies,	the	
creation	and	the	occurrence	of	specific	knowledge	and	information	of	this	sector	is	clearly	perceived,	
be	it	from	individual	practices	and	routines	or	from	the	integration	of	work	teams.	Internal	
arrangements,	work	routines,	and	a	systematic	of	processes	could	help	in	mapping	these	
occurrences,	so	that	it	is	possible	to	manage	the	activities	and	resources	(tangible	and	intangible)	
involved	in	design	management.		
Some	organizational	implications	can	be	mentioned,	as	a	result	of	determinant	moments	
implementation	in	the	occurrence	of	design	management,	such	as:	the	employees'	desire	to	remain	
with	routines	and	practices	already	established	and	rooted	in	organizations,	the	conflict	between	
stakeholders	and	the	possible	costs	increase	in	the	short	term	due	to	raising	activities	and	trainings	
of	employees	to	perform	these	new	activities.	However,	these	implications	are	supposed	to	be	
addressed	and	settled	by	managers	and	directors.	
Therefore,	it	is	noteworthy	the	relevance	of	identifying	determinant	moments	for	the	occurrence	of	
design	management	as	well	as	the	ones	involved	in	each	step.	It	will	be	possible	to	evaluate	the	
efficiency	of	the	competencies	for	the	design	management	to	occur	and	to	foster	design	as	a	vehicle	
for	change.	One	limitation	of	this	study	lies	in	the	fact	that	sometimes,	the	product	development	
process	has	several	steps	and	timelines	occurring	simultaneously,	and	that	require	multiple	overlaps	
of	time	and	events.	This	research	also	presents	the	application	of	limitation	in	a	heterogeneous	
sample	of	companies	inserted	in	the	apparel	sector,	in	terms	of	size,	structure	and	service	to	the	
market.	For	future	research,	we	suggest	to	conduct	a	study	using	a	larger	sample	of	companies,	or	in	
companies	in	other	regions	of	Brazil.	
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